Marketing and the social viewpoint: An appraisal of the attitudes by Merrick, James Robert
University of Montana 
ScholarWorks at University of Montana 
Graduate Student Theses, Dissertations, & 
Professional Papers Graduate School 
1972 
Marketing and the social viewpoint: An appraisal of the attitudes 
James Robert Merrick 
The University of Montana 
Follow this and additional works at: https://scholarworks.umt.edu/etd 
Let us know how access to this document benefits you. 
Recommended Citation 
Merrick, James Robert, "Marketing and the social viewpoint: An appraisal of the attitudes" (1972). 
Graduate Student Theses, Dissertations, & Professional Papers. 5626. 
https://scholarworks.umt.edu/etd/5626 
This Thesis is brought to you for free and open access by the Graduate School at ScholarWorks at University of 
Montana. It has been accepted for inclusion in Graduate Student Theses, Dissertations, & Professional Papers by an 
authorized administrator of ScholarWorks at University of Montana. For more information, please contact 
scholarworks@mso.umt.edu. 
MAMET IN G AND THE SOCIAL VIEWPOINT: 
AN APPRAISAL OF THE ATTITUDES
By
James R. M errick 
BJU U niversity  o f Montana, 1968
P resen t 2d in  p a r t i a l  fu lf i l lm e n t  of the  requirem ents fo r  the  degree of
Master o f Science 





INFORMATION TO ALL USERS 
The quality of this reproduction is dependent upon the quality of the copy submitted.
In the unlikely event that the author did not send a complete manuscript 
and there are missing pages, these will be noted. Also, if material had to be removed,
a note will indicate the deletion.
Dissertation Publishing
UMI EP41090
Published by ProQuest LLC (2014). Copyright in the Dissertation held by the Author.
Microform Edition ©  ProQuest LLC.
All rights reserved. This work is protected against 
unauthorized copying under Title 17, United States Code
ProQuest LLC.
789 East Eisenhower Parkway 
P.O. Box 1346 
Ann Arbor, Ml 481 0 6 -13 4 6
7 - 17- 7,2
TABLE OF CO NT HITS
CHAPTER PAGE
I .  INTRODUCTION  ................................................................................  1
H .  MARKETING ETHICS........................................................................................  6
Efchical Awakening: Grey Area P ra c tic e s  .  ...........................; 7
E th ica l CodeAegal Framework............................................................. 7
Marketing M orality  ........................................................   9
I I I .  ERA OF HEIGHTENED SOCIAL CONSCIOUSNESS . . . .   13
Controversy Concerning Business O bjectives: Social
F u n c t i o n s  . . 13
Idealism : P ro f i t  Making . . . . . . . . . . .  ........................  lf>
Market Mechanism as a Control Element: Social
R e s p o n s ib i l i ty .....................................................  16
P l u r a l i s m ......................... ......................................................................18
Summary  .............................................  22
\
IV. CONSUMER SERVICE.................................. 2?
Marketing C o n c e p t    . . . . . . .
Consumer P r o t e c t i o n    . 26
V. THE FUTURE .  ...............................     28





I t  i s  every man’ s duty to  make him self p ro f i ta b le  to  
mankind.
— Seneca
Today’s e ra  o f a heightened so c ia l consciousness fo rces the  
marketing function  to  be exerc ised  in  a d if f e r e n t  and somewhat more 
d i f f i c u l t  environment. Because m arketing i s  a major iu n c tio n  o f 
business e n te rp r is e , i t s  s ta tu s  encourages an involvement in  the  con­
tro v e rsy  over business o b jec tiv es  in  genera l, the  la rg e  co rpo ra tio n , 
and business management. Many argue th a t  the  o b jec tiv e  o f marketing 
and business i s  to  make p r o f i t s ,  o r , ’’business i s  b u s in e ss .” Others 
claim  th e  power o f the  business community, portrayed  by the  la rg e  
co rpo ra tion , req u ire s  an assumption o f re s p o n s ib i li ty  in  support of 
the  advancement o f human w e lfa re .
The so c ia l function  of marketing i s  p resen ted  as su rv iv a l, 
p r o f i t  making, so c ia l re s p o n s ib i li ty , and se rv ic e . M arketing’ s basic  
fu n c tio n , in te rp re te d  by C. ¥ .  Cooke,is o ffered  as , ’’the b u ild in g  and 
m aintaining o f a consumer market fo r  any p ro d u c t.”^ Marketing i s  the 
conduct of th a t  phase of business ’’which i s  concerned ■•with the  d e te r ­
m ination and supplying of consumers' needs, and th e re fo re  i t  i s  th a t
C. W. Cooke, "The Social Values of M arketing,” The Conference 
Board Record, U(2):3U (February, 1967).
1
management operation  through •which business f u l f i l l s  i t s  o b lig a tio n s
2
to  so c ie ty  in  the  ro le  o f consumers."
The im p lica tion  o f th e  m arketing concept has caused th e  market 
to  rep lace  both production and s e ll in g  as th e  con tro l elem ent. I f  the  
consumer i s  perceived  as the  cen te r o f business and m arketing d ec is io n s , 
i t  would appear th a t  good business p ra c tic e  involves " the  improvement 
o f human w ell-being in  the  m a te ria l s p h e r e . " A s  the  impact o f mar­
k e tin g  on so c ie ty  in c re a se s , so does th e  so c ia l r e s p o n s ib i l i ty  o f 
m arketing people .
In d iv id u a ls  l ik e  lialph Nader have encouraged pub lic  p a r t ic ip a ­
t io n  in  corporate  decision-m aking. R adically  d if fe re n t  ideas concerning 
business are being voiced by the young businessmen of th e  p re se n t gen­
e ra tio n . Today there  seems to  be a "g re a te r  b e l i e f  in  ’ spreading the 
d o l l a r . ’"'’ What are the  causes o f t h i s  increased  concern? Robert 
Holloway l i s t s  four: ( l )  so c ie ty ’s increased  complexity; (2) an expan­
sion of knowledge in  the so c ia l sc iences; (3) dependency o f the  p a r ts  
o f  so c ie ty , and (U) e th ic s .^  Paternalism , ph ilan th ropy , th e  th re a t  o f
2Robert B a r te ls , The Development o f Marketing Thought (Homewood, 
I l l i n o i s :  Richard D. Irwin," In c ’.’, ” 1962)", P« 219.
^A lbert Wesley Frey (e d .) ,  Marketing Handbook (New York: The 
Ronald P ress Co., 196£), p . 27.
^Robert J .  Lavidge, "The Growing R e sp o n sib ilitie s  o f M arketing," 
Journal o f  M arketing, 3U(l):28 (January, 1970).
-’"Student Panel Airs Views of Business a t D is tr ib u to r  Meet," 
Marketing In s ig h ts , U(lU)j^ (February 2, 1970).
^Keith Davis, "Understanding the Social R esp o n sib ility  Puzzle," 
Business H orizons, 10:U7-U8 (W inter, 1967), as c ite d  in  Robert J .  
Holloway, "The Hallmark of a P ro fess io n ,"  Journal of M arketing, 3 3 (l):
90 (January, 1969).
lab o r end government, and genuine fe e lin g s , are th e  causes o f the  ou t-
7growth according to  K arl E llin g . They, in  tu rn , are gauged in  terms 
o f maximum co sts  o r in c id e n ta l b e n e f i ts .  The p a r ts  of so c ie ty  are 
becoming more dependent on o th er p a r ts  as a r e s u l t  o f technology, 
communication, and p o l i t i c s .  An expansion of knowledge in  the  so c ia l 
sciences concerns th e  e f f e c t  o f business on th e  s o c ia l  system. The 
ru le s  o f  pure com petition do n o t apply today . Business has more 
f l e x i b i l i t y  fo r  responsib le  action  and people favo r t h i s  due to  cu rren t 
e ’oklcal concepts.
Social and economic overtones la c e  the  predicam ent faced by 
management. Must the  h is to r ic  le g a l  and economic o b lig a tio n s  be com­
pounded by the burden of so c ia l re s p o n s ib ility ?  M arketers are being 
c r i t ic iz e d  fo r  n o t co n trib u tin g  to  the  so lu tio n  o f s o c ie ty 's  so c ia l and 
economic i l l s .  This i s  a r e la t iv e ly  new phenomenon. Consumerism, the  
poverty  problem, c u ltu ra l  se rv ic e s , and p o llu tio n  compound areas of 
increased  a tte n tio n . These areas focus on such s in s  o f  commission as 
frau d u len t and deceptive ad v e rtis in g , packaging, p r ic in g , -and c re d it  
p ra c t ic e s .
The t r a d i t io n a l  assumption th a t  rigorous com petition w ill  p re ­
v a i l  serves as the  ju s t i f i c a t io n  fo r  a p r iv a te  e n te rp r ise  economy. 
According to  a basic  te n e t o f com petitive theory  developed by Adam 
Smith and o ther c la s s ic a l  econom ists, business firm s w i l l  attem pt to  
maximize p r o f i t s .  The b e s t  in te r e s ts  of stockholders and the  general 
pu b lic  would be served through the  wise a llo ca tio n  o f s o c ie ty 's  scarce
^Karl A. E llin g , In troduc tion  to  Modem Marketing (New York: 
The Macmillan Co., 1969), p . 70.
reso u rces. P riv a te  in te r e s ts  are thus reco n ciled  w ith th e  p u b lic  good
O
under a com petitive market system. These assumptions were questioned
9by Adolf A. B e rle , J r . ,  and Gardiner C. Means in  1932. The debate 
over corporate  re s p o n s ib i l i t ie s  was b o m . Corporate stock  ownership 
had become d ispersed  and corporate c a p i ta l  a sse t co n tro l had become 
concen tra ted . As a r e s u l t ,  management’ s economic power was in c reas in g  
and the  e ffe c tiv en e ss  o f stockholder co n tro l was decreasing .
Much has been w ritte n  in  th e  p a s t te n  years about th e  broad 
aspects o f  so c ia l r e s p o n s ib i l i ty .  As the  is su e  i s  a r e la t iv e ly  new 
phenomenon, however, many questions remain to  be answered. A survey 
of the l i t e r a tu r e  should provide an answer to  the  follow ing qu estio n s .
Do m arketers have a so c ia l re s p o n s ib i li ty  beyond providing q u a lity  
goods and se rv ices to  consumers? I f  so , has the view point o f so c ia l 
re s p o n s ib i li ty  been recognized by th e  m arketing f ra te rn i ty ?  How are 
those in  the  m arketing environment responding?
The an a ly sis  w il l  be based on a survey o f the  l i t e r a t u r e  of 
the  p a s t  te n  y ea rs . An accurate r e f le c t io n  o f a tt i tu d e  w i l l  be used 
to  a sc e rta in  whether m arketers are m erely paying l ip  se rv ice  to  the  
problem, o r i f  they  are talcing a ded icated  stand in  determ ining i t s  
so lu tio n . The layman should a t ta in  a b e t te r  p e rsp ec tiv e , understanding,
^Charles F. P h i l l ip s ,  J r . ,  "What i s  Wrong w ith P r o f i t  Maximiza­
tion?" in  Marketing and I t s  Brvironment, ed. Richard A. S co tt and Norton 
E. Marks (Belmont, C a lifo rn ia : Wadsworth Publishing Co., I n c . ,  1968), 
p . 276. Reprinted from Business Horizons, W inter, 1963.
^Ib id . , c it in g  Adolf A. B erle , J r . ,  and Gardiner C. Means, The 
Modem Corporation and P riv a te  P roperty  (New York: The Macmillan Co., 
1932) .'" See*also Adolf A. B erle , Jr)~," Power Without P roperty  (New York: 
H arcourt, Brace and Company, I n c . ,  1939)” "
and recogn ition  o f the  c u rren t tren d s , problem s, and a tt i tu d e s  concern­
ing  so c ia l re s p o n s ib i li ty  in  m arketing.
The e th ic a l  framework w il l  involve d iscu ssio n s o f marketing 
m o ra lity , responsib le  promotion management, and rem edial e f fo r ts  
which have taken p la c e . Next, the  p ros and cons o f  p r o f i t  making 
versus so c ia l r e s p o n s ib i l i ty  w il l  be explored^ in v e s tig a tio n  o f  the  
market mechanism, idea lism  and p lu ra lism  should a id  in  t h i s  a n a ly sis . 
The im p lica tions of consumerism and "The E ra  of the  Consumer E thic” 
w i l l  be complemented by a look in to  th e  fu tu re .
CHAPTER I I
MARKETING ETHICS
According to  K eith  Davis, "The substance of s o c ia l  resp o n si­
b i l i t y  a r is e s  from concern fo r  th e  e th ic a l  consequences o f o n e 's  acts 
as they  might a f fe c t  th e  in te r e s ts  of o th e r s . " ^  A f irm 's  viewpoint- 
toward so c ia l r e s p o n s ib i l i t ie s  in  a successfu l ven tu re , according to  
Eugene K elley , genera lly  p a ra l le ls  th a t  of s o c i e t y .^  He defines , 
m arketing e th ic s  in  th is  manner:
Marketing e th ic s  i s  th e  a rea  o f marketing study and 
thought concerned w ith defin ing  norms fo r  judgments about 
the  moral consequences o f m arketing a c tio n s . In  p ra c t ic e ,  
m arketing e th ic s  i s  concerned w ith  standards of adequate 
behavior in  terms o f m arketing p o lic ie s  and p ra c tic e s  
w ith in  le g a l and so c ia l c o n s tra in ts  a t a p o in t in  tim e.
The concern of the  th e o r i s t  i s  w ith what i s  acceptable 
behavior in  terms o f r ig h t  and wrong in  a c u ltu re  a t  a 
p o in t in  time so th a t  decision  making can be more success­
f u l . 12
In  many c ases , companies do no t is su e  d ire c tiv e s  o r fu rn ish  
gu idelines when i t  comes to  the  issu e  o f e th ic a l  r e s p o n s ib i l i ty .  As a 
consequence, i t  becomes an in d iv id u a l ra th e r  than a group concern. As
1% e ith  Davis, "Understanding th e  Social R esp o n sib ility  Puzzle ,"
Business H orizons, 10(lt):U6 (W inter, 1967).
^Eugene J .  K elley , "E thics and Science in  M arketing," in  Man­
a g e r ia l Marketing: P erspectives and V iew points, ed . Eugene J .  K elley
and W illiam Lazer (Homewood, I l l i n o i s : " iS’chard D. Irw in , I n c . ,  1967),
p . 78. Reprinted from Science in  Mark e tin g , ed. George Schwartz (New
York: John Wiley and Sons, I n c . ,  19657, PP. 1*65-83. See a lso , Eugene
J .  K elley , "Marketing and Moral Values in  an A cquisitive  S ocie ty ,"  in
Marketing: A Maturing D isc ip lin e , ed. M artin L. B e ll, Proceedings of the
W inter Conference o f  the  American Marketing A ssociation , 1961, pp. 195-
203.
" ^ Ib id . ) P« 81*.
6
an in d iv id u a l operates w ith in  h is  sphere o f  in flu e n c e , he can make 
value judgments concerning re le v an t is su e s , and l e t  h is  conscience 
function  as h is  guide.
E th ica l Awakening: Grey Area P ra c tice s
Robert Holloway and Robert Hancock remind u s  th a t  business 
e th ic s  i s  n o t a new top ic  o f d iscussion . What i s  new, however, are 
developments since the  mid-19^0' s and the  so -c a lle d  e th ic a l  awakenirg. 
E th ica l and moral r e s p o n s ib i l i t ie s  o f businessmen appear to  be o f mf jo r  
concern in  many com ers o f business l i f e .  I t  w il l  be •’u te re s tin g  to  
review the  r e s u l ts  of Ralph Nader’s two-year study on corporate c i t i - ' 
zenship. E thics to  many, however, i s  s t i l l  a grey area , an' a rea  
having no norms or c le a r ly  se t  fo r th  v a lu e s . An a lte rn a t iv e  to  e th i ­
c a l behavior i s  o ften  le g a l  r e s t r a in t .  Holloway and Hancock come 
d ir e c t ly  to  the  p o in t in  th is  statem ent:
Men themselves are measured in  q u a n tita tiv e  terms on 
’how much’ the  firm  or a c t iv i ty  grows w ith th e i r  a c tio n s .
Men are n o t measured on the b a s is  o f th e i r  moral con tribu ­
tio n s  to  th e  business e n te rp r is e .3-3
This i s  very  t ru e , and i t  serves to  emphasize the  importance
o f the  in d iv id u a l a c t .  A balance must be found between job performance
and personal s a t is fa c tio n .
E th ica l Code/Legal Framework
I t  must be remembered th a t  th e  boundary between t ru th  and de­
ception  i s  d i f f i c u l t  to  e s ta b l is h . The above authors favor th e  e th ic a l  - 
code as a v eh ic le  to  heighten th e  standard o f conduct. They q u a lify
•*-3Robert J .  Holloway and Robert S. Hancock, Marketing in  a 
Changing Environment (New York: John Wiley and Sons, In c . ,"~195H77~P♦ 212.
th e i r  statem ent: "Whether a code w il l  enhance behavior i s  contingent
on i t s  con ten t and th e  methods o f en fo rcem en t."^  I t  i s  unfo rtunate  
th a t  a  u n iv e rsa l code o f standards i s  m issing in  m arketing conduct. 
One must e s ta b lis h  h is  own code and attem pt to  be e th ic a l  in  business 
dea lings .
I t  i s  the  contention  o f  E.. B. Weiss th a t  g rey -a rea  p ra c tic e s
lf>are becoming more p rev a len t in  modern m arketing.
For many y e a rs , m arketing has believed—o r p ro fessed  to  
b e lie v e —th a t  ' l e t  the  buyer beware' had been more or le s s  
decently  in te r r e d  decades age.
Today, le g a lly  c o rre c t, b u t e th ic a l ly  dubious m arketing 
p ra c tic e s  seem to  have become almost the hallm ark o f our 
la rg e  consumer goods manufactui-e.1^
This appears to  be th e  case as th e  consumer i s  becoming more educated
and i s  aware o f the  in co n s is te n c ie s  of p a s t  m arketing p ra c t ic e s .  I t
i s  doubtfu l th a t  companies are n o t cognizant o f th e  growing consumer
e x p ertise ; consequently, g rey -area  p ra c tic e s  are probably on the
d e c lin e .
The philosophy o f the  day, in  considering b o rd erlin e  
cases involv ing  pub lic  t a s te ,  f a i r  dealing , and f u l l  and 
accurate in fo rm ation , too o ften  seems to  be: 'T h is  i s  th e
d e a l—can we ge t away w ith i t ? ' 1 '
The preceding a u th o r 's  contention  i s  obvious: changing circum stances
have an tiquated  p a s t l e g a l i s t i c  approaches.
1^Tbid. , p . 213.
15E. B. W eiss, "Shopper i s  Damned . . .  i n  Grey T in ts ,"  in  
Modern Marketing Thought, ed. J .  Howard Westing and Gerald Albaum (New 
York: The Macmillan Co., 1969), p . 203- Reprinted from Marketing 




Competition and o th er p ressu res  cause th e  marketing a rea , in  
p a r t ic u la r ,  to  be p rey  to  u n e th ica l conduct. Marketing m o ra lity  en te rs  
as a prime re s p o n s ib ili ty  o f the  corporation  and i t s  top execu tives . 
"They (executives) are responsib le  fo r  business e th ic s  r ig h t  down to  
th e  l a s t  salesm an."
R ecen t..ac tiv ity  appears to  support th e  follow ing by John
Westing:
Today, a t leano in  th<_ sem e of caring , the  s i tu a tio n  seems 
to  have changed. This i s  n o t to  say th a t  the businessman today 
i s  w illin g  to  pay a high p r ic e  fo r  moral re s p e c ta b i l i ty ,  bu t he 
i s  s u f f ic ie n tly  concerned to  want to  know the p r ic e .  The con­
cern of the businessmen i s  ev ident in  a v a r ie ty  o f ways: in
the  in creasin g  flow  of brochures and pamphlets pub lished  by 
companies on the  so c ia l r e s p o n s ib i l i t ie s  o f business; by th e  
w illingness to  question  whether business may have goals o th er 
than p r o f i t  ma;d.mization; by the concern being ex h ib ited  over 
r a c ia l  e q u a lity , slum c learance , and p o llu tio n  co n tro l; and, 
most o f a l l ,  by an amazing eagerness to  d iscuss th e  sub jec t o f 
m o ra lity  and e th ic s .
The question i s  asked whether there  has been a change in  th e  
businessman’ s a tt i tu d e  toward e th ic s .  I t  i s  the  au tho r’ s hypothesis: 
"The executive today i s  no more nor le s s  concerned about e th ic s  than 
was h is  coun terpart a century  ago. The man has not changed, b u t h is
20environment has. In  a subsistence  economy, e th ic s  get sh o rt s h r i f t . "
^"M arketing  M orality on T r ia l ,"  Sales Manageme n t, 86(U):2U 
(February 17, 1961).
•^John H. Westing, "Some Thoughts on th e  la tu r e  of E thics in  
M arketing," in  The Environment o f Marketing Behavior, ed . Robert J .  
Holloway and Robert S. HancocF^WexTYorkr^o’hn Wiley and Sons, I n c . ,  
1969), p . 183. Reprinted from Changing Market i ng Systems (Chicago: 
American Marketing A ssoc ia tion ,“195777 PP •
20Ib id .
To continue, " a t  a given tim e, the  le v e l  of e th ic s  in  a l l  major occu-
21
p a tio n a l groups of a so c ie ty  are very  n e a rly  th e  same.”
John Kenneth G a lb ra ith ’s book, The A ffluen t S ociety , i s  a 
c r i t ic is m  o f our economy's excesses, an emphasis on m a te ria l w ealth 
a c q u is itio n . G alb ra ith  sees a so c ia l imbalance in  our system because
-th e  w ealth o f p r iv a te ly  produced goods has caused a c r i s i s  in  the
22supply o f pub lic  se rv ic e s . S ociety  has also been po rtrayed  by Vance
Packard as subverting moral values fo r  so c ia l  approval. In  The Waste
23Makers, he a ttac k s  ”consumption fo r  consumption’s sak e .”
Abuses in  advertis ing  and personal s e l l in g  e n ta il in g  u n tru th s , 
bad t a s te ,  and deception have received  the b ru n t o f  c r i t ic is m . As 
s ta te d  by fiigel and Wales:
The task  fo r  the  businessman i s  to  meet buyer needs in  
th e  p r iv a te  se c to r  w hile , a t  the  sane tim e, recognizing th a t  
p u b lic  needs cannot go unmet. This d e lic a te  balance focused 
on p r o f i t  as a reward fo r  se rv ice  to  the  buyer l i e s  a t the*, 
h e a r t o f a philosophy o f responsib le  promotion management. ^
Hugh G. Hoffman, p re s id e n t, Opinion Research Corporation, 
P rince ton , New Je rsey , voiced:
A dvertising agencies and th e  networks r a te  high on the  
consumer’s l i s t  o f in d u s tr ie s  which f a i l  in  e th ic s . Agencies 
are c r i t ic iz e d  fo r  f a ls e  and m isleading ads, type of products 
advertised  and fo r  try in g  to  ’ con the  consumer, ’ w hile networks
are c r i t ic iz e d  fo r  poor programming, low c a lib e r  of advertis ing  
and ads fo r  c e r ta in  p roducts . •3
21Ib id . ,  p . 18U.
22Holloway and Hancock, Marketing in  a Changing Fhvironment, p
206.
23I b id . ,  p . 210.
pi
4James F. ih g e l, Hugh G. Wales, and Martin R. Warshaw, Promo­
t io n a l  S tra tegy  (Homewood, I l l i n o i s :  Richard D. Irw in , I n c . ,  19o7T7”p
502T
Anti-Consumerism i s  Lost B a tt le ,  AMA Told," Marketing In ­
s ig h ts , U(2U):1 (A pril 13, 1970).
12
C ritic ism s are ju s t i f i e d  in  many cases concerning c e r ta in  
business a c t iv i t ie s .  I t  would appear obvious th a t  rem edial e f fo r ts  
are needed in  the a rea  of prom otional p ra c t ic e s .  The follow ing i s  
seen as a ty p ic a l case in  p o in t.  A F edera l Trade Commission complaint 
s ta te d  P ro f i le  Bread ad v ertis in g  might lea d  customers to  b e liev e  the  
bread by i t s e l f  would cause weight lo s s .  The problem was reso lved  as 
the  ITT C ontinental Baking Company agreed to  spend 2$ p e rcen t o f i t s  
ad v ertis in g  budget fo r  P ro f ile  Bread on ’’c o rrec tiv e  a d v e r tis in g .”
This i s  th e  f i r s t  time a company has agreed to  th e  "co rre c tiv e  adver­
t i s in g ” p rov ision  in  a consent o rd er.
P a r t ic u la r ly  depressing i s  th e  a c t iv i ty  in  th e  b reak fas t food 
m arket. The F edera l Trade Commission has charged the  fou r lead ing  
m anufacturers (K elloggs, General M ills , General Foods and Quaker Oats) 
w ith  i l l e g a l ly  monopolizing the  market and fo rc ing  consumers to  pay 
’’a r t i f i c i a l l y  in f la te d "  p r ic e s .  The fo u r were accused o f in d iv id u a l 
b u t s im ila r  an ticom petitive  p ra c tic e s  in  v io la t io n  o f Section 5 o f the  
F edera l Trade Commission Act. This se c tio n  p ro h ib its  u n fa ir  and decep­
t iv e  trad e  p ra c tic e s , includ ing  the  r e s t r a in t  o f com petition. F a lse  
ad v ertis in g  was l i s t e d  as a device to  achieve th e  a lleged  monopoly as 
the  products were advertised  as body b u ild e rs  and aids to  weight c o n tro l.
N evertheless, a c t iv i t ie s  have expanded in  in d u s try  s e lf - re g u la ­
t io n ,  p u b lic  se rv ice , and c h a rita b le  e f f o r t s .  Cooperative s e lf - re g u la ­
t io n  has taken the  follow ing forms: ( l )  B e tte r  Business Bureaus; (2)
p o lic in g  by advertis ing  media; (3) cooperative improvement e f fo r ts ;  
and (li) dissem ination o f  in fo rm a tio n .^  The N ational A ssociation  o f
pzf
Jhgel, Wales, and Warshaw, Promotional S tra te g y , p . 503.
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B roadcasters i s  a t  th e  fo re fro n t o f in d u stry  s e lf - re g u la t io n . Such 
asso c ia tio n s can support resea rch , enforce s t r i c t  codes, and continue 
serv ice  a c t iv i ty .  The Ad Council and the  B e tte r  Business Bureaus are 
ex ce llen t examples of s e l f -d is c ip l in e .
Today, th e  advertis ing  in d u s try  appears to  be undergoing a 
p eriod  o f rap id  and s ig n if ic a n t change. Through the impetus of the  
Federal Trade Commission, more " s tra ig h t"  ( le s s  ex travagant) inform a­
tio n  i s  being p u t in to  advertisem ents. The S ta  Dri A n ti-P e rsp iran t 
ads i l l u s t r a t e  candor as they  s ta te  th a t  no a n ti-p e rs p ira n t r e a l ly  
keeps people dry , bu t w il l  make than s ta y  d ry er.' H opefully, the tren d  
w il l  le a d  to  fewer ads aimed a t ch ild ren  and le s s  prom otional p u ffe ry . 
Inproved market research  may also be used to  determine what products 
consumers r e a l ly  need. The whole process i s  v i t a l ly  in p o r t ant as 
ad v ertis in g  i s  e s s e n tia l  to  m arketing.
CHAPTER I I I
ERA OF HEIGHT MED SOCIAL CONSCIOUSNESS
I t  i s  th e  popular fe e lin g  th a t  com petition in  th e  Un5 te d  S ta te s  
has declined  and th a t  p r ic e s  are adm inistered or in s t i tu t io n a l ly  d e te r ­
mined. Management has some freedom to  s e t  p rices, and determ ine the  
r a te  of techno log ical change and economic growth. Because th e  corpor­
a tio n  i s  considered an in s t i tu t io n  and i t s  continued ex is tence  i s  • 
im perative , management must become so c ia l ly  responsib le  .’ i  o rder to  
m aintain a  p r iv a te  e n te rp r ise  economy. Business cannct continue i t s  
ded ication  to  growth.
Controversy Concerning Business O bjectives: Social Functions
The im p lica tions p resen ted  by so c ia l re s p o n s ib i li ty  are  th ree :
( l )  com petition in  our economy has become so im perfect th a t  th e  market
i s  a poor reg u la to r  of corporate  behavior; (2) value judgments must be
made as a requirem ent o f conscience; and (3) the  major fu n c tio n  of
27economizing i s  d i f f i c u l t  to  c a rry  o u t. S ociety  i s  b e se t by many
complex problems—mass t r a n s i t ,  poverty , race r e la t io n s ,  urban decay,
employment o f m in o r itie s , to  mention only a few. They pose a th re a t
to  our so c ie ty ’s s tru c tu re , in c lud ing  th a t  o f th e  business community.
"To deal w ith these  problem s, the  n a tio n  must draw on the resources
28and s k i l l s  av a ila b le ,"
^ P h i l l i p s ,  " P ro f i t  M aximization," pp. 277-278.
oft
"Consumerism: A New Force to  Deal W ith," M arketing In s ig h ts , 
U (lW :3 (February 2, 1970). Reprinted from Business Week.
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C. W. Cooke makes the  claim  th a t  th e  so c ia l value of m arketing
i s  a t t r ib u te d  to  c e r ta in  s o c ia l  re s p o n s ib i l i t ie s :  ( l )  To o f fe r  a
so c ia l product; (2) to  make i t  av a ilab le  a t  a so c ia l p r ic e ; and ( 3) to
29make a so c ia l p r o f i t .  Survival i s ,  o f course, th e  u ltim ate  goal o f
business and th e  measure o f m arketing. A p re re q u is ite  to  su rv iv a l
would be p r o f i t s . Another p re re q u is i te  to  long-run su rv iv a l would be
o b lig a tio n s  or s o c ia l  re s p o n s ib i l i t ie s  to  employees, owners, and th e
community. More e a s i ly  defined , ’’so c ia l re s p o n s ib i l i t ie s  are those o f
30corporate  good c itiz e n sh ip  in  a s o c ie ty .’’
I t  i s  David R ockefe ller’s contention:
In  so c ia l term s, th e  o ld  concept th a t  the  owner o f  a b u s i­
ness had a r ig h t  to  use h is  p ro p erty  as he p leased  to  maximize 
p r o f i t s  has evolved in to  th e  b e l ie f  th a t  ownership c a r r ie s  
c e r ta in  binding so c ia l  o b lig a tio n s . Today’s manager serves 
as t ru s te e  no t only fo r  th e  owners bu t fo r  the  workers and 
indeed fo r  our e n tire  so c ie ty . . . . Corporations have de­
veloped a se n s itiv e  awareness of tb e i r  re s p o n s ib ili ty  fo r  
m aintaining an eq u itab le  balance among th e  claims of stock ­
h o ld e rs , employees, customers and th e  pu b lic  a t  l a r g e .31
Cooke a t te s t s  to  th e  d is t in c t  d iffe ren ce  between th e  economic 
re s p o n s ib i li ty  o f management to  earn p r o f i t s ,  and th e  so c ia l resp o n si­
b i l i t y  in  adm inistering the  re ta in e d  p o rtio n  o f those p r o f i t s .  I f  th e  
adm in istra tion  i s  done w ise ly , so c ie ty  w i l l  be served through a growing 
e n te rp r is e , the p rov ision  of employment, and th e  .payment o f ta x e s . 
Research, the development o f new p roducts, product improvement, and
^C ooke,"S ocial Values of M arketing," p . 32.
30K elley, "E thics and Science," p . 86.
^ ^ P h illip s , "Power M axim ization,’1 p . 275, c i t in g  David Rocke­
f e l l e r ,  "The Changing Role o f Business in  Our Society ," an address 
before  th e  American Philosophical Society , P h ilad e lp h ia , November .8, 
1962.
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awareness o f the  consumer's needs and d e s ire s , a id  in  the  accomplish-
*  32 ment.
Idealism : P r o f i t  Making
I t  i s . t h e  opinion o f Theodore L e v itt  th a t  management should
apply increased  id e a lism .33 i t  i s  im portant to  note th a t  th e  a r t ic le
was w ritte n  in  1958 and r e f le c t s  the a tt i tu d e  of th a t  e ra . L e v itt
expressed the  need fo r  p lu ra lism  in  a f re e  e n te rp r ise  system. The
government takes over when w elfare  i s  n o t autom atic. "Corporate wel-
3hfa re  makes good sense i f  i t  makes good economic sense ."  Business 
lead e rs  as in d iv id u a ls , c iv ic  o rgan iza tions, and th e  government are 
to  handle so c ia l re s p o n s ib i l i ty . In  broad connotation, th e  m a te ria l 
aspects o f w elfare  are to  be th e  concern o f business, and the general 
w elfare  th a t  o f government.
In  the  end, business has only two r e s p o n s ib i l i t ie s — 
to  obey the  elem entary canons o f everyday fac e -to -fac e  
c iv i l i t y  (honesty, good f a i t h ,  e tc .)  and to  seek m a te ria l 
g a in . 3S>
Henry Ford I I  comments in  the  same vein:
Today we need th a t  phrase 'b u sin ess  i s  b usiness ' ju s t  to  
remind us th a t  business i s  no t f i r s t  and foremost a so c ia l 
i n s t i tu t io n ,  a  c h a rita b le  agency, a c u ltu ra l  g a th e rin g , a 
community se rv ice , a p u b lic  s p i r i te d  c i t iz e n . I t  i s  an ac tion  
organ ization  geared to  produce economic re s u l ts  in  com petition 
w ith o ther b u s in e ss .3°
Cooke, "Social Values," p . 36.
33rheodore L e v itt ,  "The Dangers of S ocial R e sp o n sib ility ,"  
Harvard Business Review, 36(5)sU8 (September-October, 1958).
3^lb id . , p . U8. 35 ib jd . , p . U9-
3 ^ P h illip s , " P ro f i t  Maximization," p . 2?6, c it in g  Henry Ford I I ,  
"What America Expects of In d u stry ,"  an address before the  Michigan S ta te  
Chamber of Commerce, October 2, 1962.
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Eugene V. Rostow fu r th e rs  th e  case o f  p r o f i t  m axim ization.
S oc ia l re s p o n s ib ili ty  w il l  "sabotage th e  market mechanism and sy sten -
37a t ic a l ly  d i s to r t  the  a llo c a tio n  o f reso u rces . . . ."
The corporate  conscience i s  i r r e le v a n t  to  the corporate  
purpose. Conscience i s  n o t something you in troduce  as a 
p iece  of o rg an iza tio n a l decor, perform ing simply a decora­
t iv e  fu n c tio n . I f  i t  i s  allowed to  in fluence  th e  mechanism 
of economic decision-m aking, conscience au tom atically  assumes 
a  c e n tra l r o le .  Nothing could be worse. The stronger th e  
conscience th e  harder i t  w il l  be to  make a b u s in e ss lik e  deci­
sion  and g e t the economic job done.™
I t  i s  r id ic u lo u s  to  minimize th e  importance o f p r o f i t s  to  a 
co rpo ra tion . The business th a t  does no t survive i s  everyone's 15 a-
i
b i l i t y .  B ut, p r o f i t s  must be kept a t a "reasonable" le v e l .  The 
corporate conscience i s  n o t i r r e le v a n t  to  the corporate purpose. A 
more moderate viewpoint o th er than th e  t r a d i t io n a l  economic function  
of producing goods and se rv ices  a t  a maximum p r o f i t  must be adopted.
The aforementioned viewpoint i s  too s e lf -s e rv in g .
Market Mechanism as a Control Element: Social R esp o n sib ility
Those who advocate corporate  so c ia l re s p o n s ib i li ty  claim the  
market mechanism i s  no t an e ffe c tiv e  co n tro l because i t  does n o t con­
t r o l  p r ic e  and techno log ica l innovation . N evertheless, Charles P h i l l ip s  
argues consumer in te r e s t  i s  p ro tec ted  to  a s u f f ic ie n t  degree by compe­
t i t i o n .
The danger in  accepting the philosophy o f so c ia l  re sp o n si­
b i l i t y  i s  th a t  management w il l  fo rg e t i t s  economic function  
and w il l  attem pt to  assume the func tions th a t  have t r a d i t io n ­
a l ly  been assigned to  th e  market mechanism.39
37I b id . , p . 280.
3^Ib id . , c i t in g  "The M ythological Potency of ’Peoples’ Capi­
ta l i s m ,’" p . 1$.
39Ibld., p. 281.
An opposing view point i s  o ffe red  by th e  follow ing quotation:
"The overrid ing  o b jec tiv e  fo r  business i s  to  continue and to  strengthen  
i t s  performance in  aiding and s tim u la ting  a high and r is in g  standard 
o f l iv in g  while meeting i t s  broader r e s p o n s ib i l i t ie s . ' '^ 0 Buyer votes 
in  the  marketplace determine what i s  good fo r  so c ie ty , according to  
th e  author. Businessmen f e e l  the  decision  i s  no t th e i r s  to  make. 
"Businessmen should be concerned about the  values of th e  so c ie ty  they  
are serv ing , b u t pu b lic  ta s te  i s  deeply ing ra ined  in  the  values o f 
so c ie ty  in  which the  firm  i s  a s e r v a n t ." ^  Jo e l Dean s ta te s  th a t ,  
" p ro f i ts  are an o b jec tiv e  measure of the  so c ia l value of ideas and the 
n a tio n a l consensus i s  found in  market performance.**^
W illiam Lazer, on th e  o th er hand, contends m arketing i s  more 
than  a technology o f th e  firm  in  an economy o f  abundance. He rep resen ts  
th e  view o f the  p resen t generation  con trasted  w ith th a t  o f  W illiam 
L e v itt .  Lazer views m arketing as "an in s t i tu t io n  o f  so c ia l con tro l 
instrum enual in  re o r ie n tin g  a cu ltu re  from a producers* to  a consumers* 
c u l tu r e ." ^  Marketing must serve th e  goals of so c ie ty  b y 'a c tin g  in  
the  pub lic  i n te r e s t .
In  addition  to  i t s  c u rren t sense of purpose in  the  firm , 
marketing must develop i t s  sense of community, i t s  so c ie ta l  
commitments and o b lig a tio n s , and accept the  challenges 
inheren t in  any in s t i tu t io n  o f so c ia l c o n tro l.
Marketing p ra c tic e  must be reconciled  w ith the  concept o f 
community involvement, and m arketing lead ers  must respond to  
p ressu res to  accept a new so c ia l role.^W-
^°Ehgel, Wales, and Warshaw, Promotional S tra tegy , p . £07. 
^ Ib id . ,  p . £08 . k2Ib id .
^ \f i l l ia m  Lazer, "M arketing’s Changing Social R e la tionsh ip s ,"  
Journal o f Marketing, 3 3 (1 )0  (January, 1969) .
■ ^ W T pp. U-S.
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The major so c ia l  ju s t i f ic a t io n  of m arketing i s  found through "o ffe rin g  
p roduct-se rv ice  mixes and commercially u n if ie d  ap p lica tio n s o f th e  
r e s u l ts  of technology to  the  m arketplace fo r  a p r o f i t . ’’^  Lazer 
s ta te s :
The c r i t e r i a  fo r  judging our economic system and our 
m arketing a c t iv i t ie s  should include  opportun ity  fo r  consum­
e rs  to  develop themselves to  the  f u l l e s t  e x te n t, p e rso n a lly  
and p ro fe ss io n a lly ; to  r e a l iz e  and express themselves in  a 
c re a tiv e  manner; to  accept th e i r  so c ie ta l  re s p o n s ib i l i t ie s ;  
and to  achieve la rg e  measures of h a p p in e ss .'
The author b e liev es we have no t a tta in e d  a  ju s t i f i c a t io n  fo r  
oar e.t.oncmic system. As a r e s u l t ,  m arketing i s  confronted by a c h a l­
lenge, "the challenge o f  changing norms and values to  b ring  them in to  
l in e  w ith  the requirem ents o f an abundant e c o n o m y  .  # .  to  ju s t i f y  and
k lstim u la te  our age of consumption.11
What i s  requ ired  i s  a broader percep tion  and d e f in itio n  o f 
m arketing than has h ith e r to  been th e  case—one th a t  recognizes 
m arke ting 's  s o c ie ta l  dimensions and perceives of m arketing as - 
more than ju s t  a technology of the  firm . For th e  m u ltip le  con­
t r ib u t io n s  of marketing th a t  are so necessary  to  meet business 
chaU tnges, here and abroad, are a lso  necessary to  meet the  
n a tio n 's  so c ia l and c u ltu ra l  problems.
P luralism
K eith Davis explains p lu ra lism , a basic  r e a l i t y  in  modem b u s i­
ness c u ltu re , and a p lu r a l i s t i c  so c ie ty , as a " so c ia l system in  which
diverse  groups m aintain autonomous p a r t ic ip a tio n  and in fluence  in  th e  
Ii9so c ia l  system." '  As business i s  in fluenced  by o ther groups in  the  
system, business, in  tu rn , in flu en ces them. I t  i s  because of t h i s ,
^ I b i d . ^ I b i d . , p . 6.
k7I b i d . , p . 7 . ^ Ib id . , p . 9.
^ D a v is , "S ocial R esp o n sib ility  P uzzle ,"  p . U6.
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according to  th e  r a t io n a le ,  th a t  businessmen have to  be so c ia l ly  
responsib le  fo r  th e i r  a c tio n s . "Business, in  th e  long run , to  main­
ta in  i t s  p o s it io n  of pokier, must accept i t s  r e s p o n s ib i l i ty  to  the
Sowhole o f so c ie ty ."
Davis goes on to  define the  Iron  Law of R esp o n sib ility  and the  
Pow er-R esponsibility  Equation. The im p lica tio n s a re , o f course, "those 
who do n o t take re s p o n s ib i li ty  fo r  th e i r  power, u ltim a te ly  sh a ll  lo se  
i t , "  and "so c ia l r e s p o n s ib i l i t ie s  o f  businessmen a r is e  from th e  amount
CL
of so c ia l power they  have."^ O bligations no t assumed by business, 
w i l l  be assumed by o th er groups, among them, the government. Because 
many cen te rs  o f i n i t i a t i v e  e x is t  in  the  s o c ia l  system, th e  author 
admits no need e x is ts  fo r  business to  be " a m onolithic d ispenser of
5>2
w elfa re , over-shadowing the s ta te  as i t  cares fo r  everyone’ s problem s."
V ictor H. Pomper o ffe rs  a somewhat d if f e re n t  view: "The goal
w ith in  and throughout the  framework of th e  o rgan ization  i s  b u ild in g
human c a p ita l  by v ir tu e  of in d iv id u a ls ’ self-developm ent."*^ In  o th er
words, the  o b lig a tio n  o f business toward, so c ie ty  i s  development o f
employees’ minds and s p i r i t s .  Pomper contends "business rep re sen ts
so c ia l o rgan iza tions formed to  m in is te r  to  those human beings associr-
r'J,
ated  w ith i t ,  to  help these  people l iv e  and grow, no t v ice  v e rs a ." '-4 
Human resources in  the  o rgan ization  are thus fre e d  to  ex erc ise  h igher 
c a p a c itie s  such as c re a t iv i ty ,  self-developm ent, e tc .
-^ I b id . , p . 2j£. ^ Ib id . ,  p . 1*8.
^ I b id . , p . U9.
^ V ic to r  H. Pomper, "What Does Business Owe People?" P r in te r s ’
Ink, 276(7):50 (August 18, 1961). 
^ I b id .
The goal o f a business i s  th a t  i t  grow and p rosper through 
change and improvement in  a l l  i t s  a c t iv i t i e s .  By so doing i t  
o f fe rs  continuing in cen tiv e  fo r  employees to  r i s e  to  challenges, 
to  s tru g g le  and cope w ith problems, and thus to  develop th e i r  
c a p a c itie s—no t ju s t  m a te r ia lly , bu t em otionally, m entally  and 
s p i r i tu a l ly  as well.55
'‘Marketing can work as a persuasive  fo rce  in  guiding th e  devel­
opment o f n a tu ra l resources and human c a p ita l  c a p a b il i t ie s  in to  the
56
most so c ia lly  desired  and accepted channels o f growth.”
Robert J .  Holloway l i s t s  s ix  p o in ts  fo r  exp lo ra tion : ( l )  Mar­
k e tin g  decisions should be made w ith the  community in  mind; (2) marke­
t e r s  should be concerned and involved w ith le g is la t io n  a t  a l l  le v e ls ;
(3) m arketing has a re s p o n s ib i li ty  fo r  d e liv e rin g  the standard  of 
l iv in g  to  a l l  people; (1|) m arketers can improve the c lim ate  fo r  human
r ig h ts ;  (5) marketing should include  broad environmental m atte rs ; and
57(6) m arketers should make an e f f o r t  to  improve th is  economic system.
I t  i s  h is  opinion th a t  m arketing should adhere “to  an id e a l  of so c ia l
se rv ice  which transcends the  immediate ta sk s  w ith which i t s  members 
58are occupied."
A com fortable mean between th e  two extremes i s  the  answer, ac­
cording to  Charles P h i l l ip s .  P ro f i t  maximization would guide management
59in  th e  s o c ia l ly  responsib le  approach.  ̂ Richard B ells also p re se n ts  a 
^ Ib id .
^ W a lte r  L. J e f f re y , "The Conglomerate Corporation and Marketing 
in  a Changing Society ,"  in  Changing Marketing Systems, ed. Reed Mbycr 
(Chicago: American Marketing Association7^L9*S7*Winter Conference Pro­
ceedings, S eries No. 26, 1967), p . 152.
^H ollow ay, "Hallmark of a P ro fe ss io n ,"  p . 91-
^8Ibid., p. 95.
^ P h i l l i p s ,  " P ro f i t  Maximization," p . 2?6.
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compromise. P r o f i t s ,  the  prim ary co n sid era tio n , would be in te rtw in ed
60w ith  so c ia l o b lig a tio n  in  the  decision-making p ro cess .
The corpora tion  th a t  i s  e f f ic ie n t ,  th a t  co n stan tly  s tr iv e s  
to  improve o ld  products and in troduce  new ones, and th a t  seeks 
to  s a t is f y  consumer demand in  th e  most e f f ic ie n t  manner and 
a t  the low est p o ss ib le  p r ic e  i s  the  one w ith  the  s tro n g est 
case fo r  maximum p r o f i t .
Although acceptance o f th e  view of so c ia l  re sp o n s ib ili ty  
cannot be f u l ly  supported by o b jec tiv e  evidence, th e re  i s  some 
in d ic a tio n  th a t  business executives are in fluenced  by a sense 
o f th e i r  s o c ia l  economic r e s p o n s ib i l i t ie s  and the  knowledge 
th a t  th e i r  decisions have fa r-reach in g  consequences. This 
r e s u l ts  in  considera tion  o f the  long-term  consequences o f de­
c is io n s  ra th e r  than  o f th e  immediate p r o f i t  maximization.®2
Charles B. McCoy, p re s id e n t, E. I .  duPont deNeruuvs and Company,
s ta ted :
Obviously, no business can operate su c ce ss fu lly , over a 
long period  of tim e, in  a crumbling so c ia l s tru c tu re  or in  
so c ie ty  th a t  i s  h o s t i le  to  e n te rp r is e . . . . In c reas in g ly , 
i t  i s  becoming p a r t  o f management’ s job to  be informed on 
pub lic  a f fa i r s  and to  be se n s it iv e  to  non-economi.c f a c to r s .
. . . We can no more tu rn  our backs on urban and community 
problems in  areas where we have the  a b i l i ty  to  make a c o n tr i­
bu tion  than we can ignore production or sa le s  problem s. I f  
th e re  i s  to  be h ea lth y  economic growth, i f  we are to  a t t r a c t  
th e  kinds o f companies th a t  can co n trib u te  to  th i s  growth, we 
will, have to  be as a le r t  to  so c ia l needs as we are to  business 
o p p o rtu n iti e s . °3
Corporations have been charged, by Edward J .  G elsthorpe, p r e s i ­
dent of Hunt-Wesson Foods, w ith  co n trib u tio n  to  our so c ia l  problems..
I b id . ,  p . 281, c i t in g  Richard E e lls , ’’S o c ia l R esponsib ility ; 
Can BusinelsTFurvive the Challenge?" Business H orizons, 2:37 (W inter, 19$?)'   ------
6l I b id . ,  p . 282.
^2Paul D. Converse, Harvey W. Huegy, and Robert Y.  M itche ll, 
ELements o f Marketing (Englewood C l i f f s ,  New Jersey : P ren tice -H all 
Inc'.', 1965) 'j p . 362.
^"B u sin ess  and th e  Community," Dun; s Review, 91(5):110-111 
(May, 1968).
Businesses have placed an excessive emphasis on m ateria lism , they  have
caused p o llu tio n , and they  have been g u ilty  o f an under-use o f human
t a le n t .  ' "Management must become f u l ly  cognizant o f i t s  need to
(6p ro te c t  and enhance the  development of a  sound pub lic  p o lic y ."
Employees can be encouraged to  become involved as in d iv id u a ls  in  the 
so lu tio n  of community problem s.
Summary
O v era ll, th ree  major view points have been p resen ted . F i r s t ,  
the t r a d i t io n a l  view s ta te s  th a t  ( l )  th e  o b jec tiv e  o f business i s  to  
make p r o f i t s  ("business i s  b u s in e ss" ) , (2) th e re  i s  no need to  be con­
cerned w ith  w elfare , and (3) consumer in te r e s t  i s  p ro tec te d  s u f f ic ie n t ly  
by com petition as buyer votes determine what i s  good fo r  so c ie ty .
Second, because m arketing and i t s  r e s p o n s ib i l i t ie s  are much wider than
p u re ly  economic concerns, re s p o n s ib i li ty  must be assumed in  support of!
th e  advancement o f human w e lfa re . In  order to  surv ive, human resources 
must be developed. Buyer needs must be met in  th e  p r iv a te  se c to r and 
pub lic  needs recognized. The most s a tis fy in g  approach i s  th e  th ird  
one, where p r o f i t  maximization would guide management in  the  so c ia l ly  
responsib le  approach, o r , p r o f i t s ,  the prim ary co n sid era tio n , would be 
in te rtw in ed  w ith so c ia l o b lig a tio n  in  the decision  making p rocess .
P r o f i t  i s  a reward fo r  s e rv ic e .to  the  buying p u b lic . Quotes 60, 6 l ,  
and 62 come d ir e c t ly  to  the  p o in t; m arketers must r e f le c t  today’s
^ S ta n le y  E. Cohen, "Nader, Gelsthorpe S ignal a New Era in  Com­
pany S ocial A ttitu d e s ,"  Marketing I n s ig h ts , I;(l9 ):7  (March 9, 1970).
^ J e f f r e y ,  "Conglomerate C orporation," p . lf>2.
a tt i tu d e s  o f more responsib le  conduct in  o rder to  s ta y  in  l in e  "with 




I t  was B e tty  Furness who s ta te d , ’’business must f i r s t  be edu­
cated  toward the  consumer and then  the consumer toward th e  p r o d u c t ." ^  
Implementation o f the  marketing concept as we know i t  today p a r a l le l s  
the  concern over e th ic a l  a sp ec ts . Competition has n o t s u f f ic ie n t ly
p ro tec te d  the consumer’ s i n t e r e s t .  ’’Marketing has both a  business
6*7in te r e s t  and a so c ia l  re s p o n s ib i li ty  in  consumer s e rv ic e .” W illiam  
J .  Coliiian, J r . ,  made the  follow ing remarks in  the a rea  o f consumer 
se rv ice :
P a r t  o f th e  business o f business i s  ad justing  to  changes 
in  th e  winds o f e th ic s . Business e x is ts  and p rospers by 
adapting to  a changing so c ia l order . . .  th a t  th e  w il l  of 
so c ie ty  comes before p o l i t i c s  or even economics. Consumer 
e th ic s  are the  new s i tu a t io n  m o ra lity  o f busin ess . °
’’The Err. of th e  Consumer E th ic s ,” the l a s t  h a lf  of the  s ix t i e s ,  was 
described  as ”a time in  which th e  corporation  w il l  be expected to  d is ­
charge in  a way s a t is fa c to ry  to  so c ie ty  i t s  duty to  i t s  customers
69before  i t  th inks o f i t s  duty to  i t s e l f  o r i t s  s tockho lders.”
°B etty  Furness, ’’R esp o n sib ility  in  M arketing,” in  Changing Mar 
ke ting  Systems, ed. Reed Moyer (Chicago: American Marketing A ssociation 
196?' Winter Conference Proceedings, S eries No. 26,  196?), p . 26.
°7I b id . , p . 2£.
68William J .  Colihan, J r . ,  "E thics in  T o d y ’ s M arketing,” in  
Changing Marketing Systems, ed. Reed Moyer (Chicago: American Marketing 
A ssociation , 196? Winter "Conference Proceedings, Series No. 26, 1967) ,  
p . 16U.
26
The d iffe ren ce  w il l  be (as against now) th a t  th e  duty to  
consumers w il l  come f i r s t .  Whereas, now we conceive th a t  
the  co rporation  discharges i t s  duty to  i t s e l f  and i t s  stock­
holders by organizing to  s u i t  consumers.
The new m orality  suggests th a t  we must examine every 
action  in  and o f  i t s e l f  i n  re la t io n  to  whoever may be a f­
fec ted  and what i s  in tended before  applying a b lan k e t ru le  
to  our proposed conduct.
I t  i s  p a r t  o f the  business o f business to  ad ju s t to  a l l  
changes, includ ing  moral ones.70
The new phase o f consumerism holds broad im p lica tio n s  fo r  
m arketer-5. Robert D. Moran recommends th a t  m arketers add th e  fo llow ­
ing cond ition  to  th e  marketing ob jec tives:
To f a c i l i t a t e  consumer choice and to  improve consumer 
decision  making c a p a b il i t ie s  so as to  enhance th e  consumer’ s 
confidence in  h im self and increase  th e  p ro b a b il ity  of con­
sumer s a t is f a c t io n .  71
Consumer P ro tec tio n
Earl Clasen sees no c o n f l ic t  between so c ia l m ora lity  and b u s i­
ness purpose. Our goa l, in  h is  words, i s  " f u l l  and f re e  and open 
communication between buyer and s e l l e r .  . . .  I t  i s  our re s p o n s ib ili ty  
to  b ring  to  th e  m arketplace an expert p o in t of v iew ."7^
In  the p a s t ,  in d u s try  o ffe red  a negative  response to  consumer 
a g ita tio n . N evertheless, a s ig n if ic a n t  impact on fa r-ra n g in g  marketing
7° Ib id .
71"Anti-Consumerism i s  Lost B a tt le ,"  Marketing In s ig h ts , p . 1 .
^^Earl A. Clasen, "C ontro lling  Marketing Behavior in  the  Large 
Firm ," in  The Ehvironment o f Marketing Behavior, ed. Robert J .  Holloway' 
and Robert S .’ Hancock "(New York: John Wiley "land Sons, I n c . ,  1969), p . 
192. R eprinted from Ethics and M arketing, le c tu re s  from a symposium 
sponsored by th e  M errill Cohen Memorial Fund and the  Graduate School 
of Business A dm inistration, U niversity  of Minnesota, A p ril, 1966.
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and management decisions o f  th e  e n tire  business community appear to  
have been made. According to  Tom Hopkins on:
This mounting concern fo r  the  general w ell-being  o f the  
consumer may be t e l l in g  th e  business manager th a t  i t  i s  time 
fo r  business to  leaven the  t r a d i t io n a l  mass-marketing concept 
o f th e  consumer w ith a p u b lic  r e la t io n s  concept o f th e  con­
sumer. In s tead  of viewing th e  consumer so le ly  as a sa le s  
p ro sp ec t, i t  may be time fo r  business to  take a  broader, more 
encompassing look a t th e  consumer to  assess th e  f u l l  range of 
h is  d iverse  needs and d e s ire s .
Such an examination o f the  t o t a l  needs of th e  consumer 
could be business management’ s i n i t i a l  step  in  dealing  w ith  
the  growing problem of how to  cope e ffe c tiv e ly  w ith th e  steady 
flow  of proposed r e s t r i c t iv e  le g is la t io n  and reg u la tio n  ad­
vanced fo r  the  purpose of g iv ing  th e  U. S. consumer more 
’p ro te c tio n ’ fo r  h is - ta x  d o l la r .73
Now, th e  consumer - in te re s t  movement would p re se n t strong 
evidence th a t  i t  i s  time fo r  the  business manager to  widen th e  
apertu re  o f h is  consumer viewing apparatus to  g e t a much 
b roader look a t  th e  to ta l  needs, d e s ire s , s e n s i t iv i t ie s ,  and 
fe e lin g s  o f th e  people th a t  buy h is  goods and se rv ic e s . And, 
in  such a consumer r e la t io n s  concept, sho rt-run  sa les  and 
p r o f i t s  w il l  have to  be a secondary considera tion .
Now th a t  the m arketing concept i s  consumer o rien ted , " th e  m arketing
s p e c ia l i s t  looks a t the consumer from the p o in t o f  view of what he w il l
7Kb ty  a t  what p r ic e ."  A new concept has evolved; th e  question  i s  no t 
whether a product can be produced, bu t should i t  be produced.
73rom M. Hop kin son, "New Battleground--Consumer I n te r e s t ,"  in  
Social Issu es in  M arketing, ed. Lee. E. P reston  (Glenview, I l l i n o i s :  
Scott7"Foresman ancf~Co. ,  1968), p . 30I4. R eprinted from Harvard B usi­
ness Review (September-October, 19610, pp. 97-10lu
7llIbid., p. 309. 7^Ibid.
CHAPTER V
THE FUTURE
Robert Lavidge expects consumerism to  in c rease  in  the  1970's 
as more u se fu l inform ation w ill  be demanded by th e  custom ers. Product 
performance te s t in g ,  w arran ties , and guaran ties may w ell be areas of 
in creased  emphasis. Increased  a tte n tio n  may focus also  on goods and
Hi!
se rv ices  which cannot be lab e le d  good o r bad . 1
In  evaluating  the opp o rtu n ities  fo r  new products and 
se rv ice s , the  ro le  o f marketing people h e re to fo re  has focused 
la rg e ly  on the  question : Can i t  be sold? During th e  1970’s
th ere  m i l  be in c reas in g  a tte n tio n  to :  Should i t  be sold?
I s  i t  worth i t s  co st to  so c ie ty?77
A-s m arketing’s functions have broadened, th e  areas in  which i t  
can be a se rv ice  to  so c ie ty  have Tvidened also :
Facing th e  kinds o f changes which can be a n tic ip a te d  p lu s  
those we do n o t now fo re see , marketing people w i l l  have an 
opportun ity  to  make a s ig n if ic a n t  co n trib u tio n  to  so c ie ty  in  
th e i r  day-to-day a c t iv i t i e s —influencing  decisions about what 
goods and se rv ices are o ffe red , as w ell as helping b ring  them 
e f f ic ie n t ly  to  th e i r  end u se rs  in  a c lim ate which i s  in c re a s ­
in g ly  h o s t i le  to  com petitive a c t iv i ty  and to  many of the  
functions o f m arketing .7°
Melvin Anshen looks in to  the  fu tu re  in  the accompanying analy­
s is :
Maiding p r o f i t s  fo r  owners m i l  n o t be judged a s u f f ic ie n t  
t e s t  of the adequacy of the  co rpora tion ’ s performance. C ontri­
bu tions to  general economic growth, to  advances in  p ro d u c tiv ity ,
navidge, "Growing R e sp o n s ib ilit ie s ,"  p . 26. 
77I b id . ,  p . 27. 78Ib id .
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to  innovation , to  community requirem ents, to  s t a b i l i ty  of 
employment, to  enlarged p u b lic  se rv ic e s , and to, a v a r ie ty  of 
s im ila r  so c ia l o b jec tiv es  w i l l  grow in  importance as c r i t e r i a  
o f management perform ance.79
In creas in g ly , marketing managers are looking a t th e  mar­
ke ting  fu n c tio n —i t s  ob jec tives and th e  way in  which i t ’ s 
c a rr ie d  on--from beyond the  m arketplace: from the standpo in t
of so c ie ty .
The cu rren t so c ia l tren d  p resen ts  an obvious im p lica tio n , ’’the  
need fo r  h ig h lig h tin g  the  co n stru c tiv e  and so c ia l ly  b e n e f ic ia l  aspects
Q*l
o f th e  products o r se rv ices being m arketed.” Product promotion w il l
have to  be re c a s t as marketing must co n trib u te  to  th e  q u a li ty  ̂  v a r ie ty
82and q u an tity  o f s a t is f a c t io n s .  Products w i l l  have tv  convey r e l e ­
vance and o ffe r  genuine value in  the  fu tu re .
Recommendations and Summary
Many p o in ts  brought out thus f a r  in  th e  paper are no t ’’new” 
item s fo r  d iscussion . What i s  new i s  the  extended so c ia l  involvement 
in  the  problem a reas . The form of expression i s  d i f f e r e n t  today; we 
are experiencing more outspoken so c ia l p a tte rn s  fo r  change. In  a sense, 
much progress has occurred during the p a s t  ten  y e a rs . Marketers have
7%ohn M. Rathmell, Managing the  Marketing Function (New York: 
John Wiley and Sons, I n c . ,  1969'J, p . 573, c it in g  Melvin Anshen in  man­
agement and Corporations 1985 (New York: McGraw-Hill Book Co., Inc".,
1 9 6 0 ) /pp. 209-2107
80Ib id . ,  p . 572.
8^ J . L , A itken, "Im plications fo r  Marketing in  Current U. S . 
Social Trends," The Conference Board Record, 7 (l2 ):3 9  (December, 1970). 
(P resen ta tio n  to  the  Dow Chemical Company Marketing Research Council.)
82.,Reavis Cox, "Changing Social O bjectives in  M arketing," in  The . 
Environment of Marketing Behavior, ed. Robert J .  Holloway and Robert S. 
Hancock™(Nev York: John Wiley and Sons, In c . ,  1969), p . U38. Reprinted 
from Bnerging Concepts in  M arketing, Proceedings of the  Winter Confer­
ence, American Marketing A ssociation , December, 1962.
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recognized the  view point o f so c ia l re s p o n s ib ili ty ;  they  recognize the  
need to  provide q u a li ty  goods and serv ices to  consumers. N evertheless, 
a to ta l  commitment o r co n trib u tio n  toward th e  so lu tio n  o f  s o c ie ty 's  
so c ia l and economic i l l s  has n o t been made. Lip se rv ice  i s  p rim arily  
being p a id  to  the  problem 's so lu tio n . I f  a balance i s  to  be achieved, 
buyer needs must be met in  the p r iv a te  se c to r and pub lic  needs recog­
n ized .
I t  i s  indeed unfortunate  th a t  so few concrete examples o f 
voluntary  compliance are ev id en t. S ig n if ic a n t steps to  th i s  p o in t in  
time appear to  have re s u lte d  from the i r e  and fo rce  of pub lic  opinion 
re s u ltin g  in  le g is la t io n .  For example, th e  phasing ou t o f  Hexacnloro- 
phene (HOP), a substance used in  cosm etics, shanpoo, soap, and deodor­
a n ts , has been brought about so le ly  through e f fo r ts  of th e  Food and 
Drug A dm inistration . I f  a consumer re la t io n s  concept i s  to  be adopted, 
p ro fess io n a l re s p o n s ib i li ty  w il l  have to  extend beyond the  le g a l  aspect.
One p o in t in  p a r t ic u la r  must be kept in  p roper p e rsp ec tiv e , 
p r o f i t  i s  to  be a reward fo r  se rv ice  to  the  consumer. Consumer se rv ice  
in  marketing thus e n ta ils  both a business in te r e s t  and a so c ia l respons­
i b i l i t y .  Business must have an a b i l i ty  to  meet i t s  own goals and to  
p a r t ic ip a te  as p a r t  of the to ta l  community in  both th e  recogn ition  and 
so lu tio n  o f problem s. A lead ersh ip  ro le  must be taken and the funding 
o f p i lo t- ty p e  programs would b e .a  good s t a r t .  This i s ,  o f course, a 
co n trib u tio n  which i s  over and above the  tax  base. An im portant ro le  
c e r ta in ly  e x is ts  in  such areas as employment and h ir in g  p ra c t ic e s . The 
increased  so p h is tic a tio n  and awareness of consumers should be met 
through increased  pre-m arket te s tin g  and resea rch . Business should.
serve as a trend  s e t te r  and a ready re s e rv o ir  o f  ta le n t .
One p o in t -which has been neg lected  i s  the importance of th e  
in d iv id u a l. A person cannot "change th e  world" b u t one can continue 
se rv ice  a c t iv i ty  in  h is  own sphere of in flu en ce . I t  i s  im portan t to  
ac t as an in d iv id u a l and become involved in  c iv ic  a f f a i r s .  In  t h i s  
manner, everyone can co n trib u te  to  th e  community. A lso, i t  i s  an em­
ployee* s duty to  speak out upon find ing  product d e fe c ts , f a ls e  adver­
t i s in g ,  e tc .  There i s  both le g a l  l i a b i l i t y  and a moral argument to  
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